Another year of 
digging 


BUSINESS PUBLICATIONS 

Business magazines talk-in—ABP’s 
fall bull-session. January, p. 24. 

“Are htey using it?’—AIA Media 
Data Form. May p. 36. 

Comparability is possible—circu- 
lations should be broken down com- 
parably for computers. August, p. 44. 

How to reach the businessman 
farmer—changing farm market and 
its print media, September, p. 23. 

Hadley’s business press pilot proj- 
ect—prospective Magazine Industrial 
Q audience research. December, p. 42. 
As I See It columns on 
Business Magazines 
by Fred Wittner 

Value of trade advertising. January, 
p. 44. 

Airline magazines. February, p. 42. 

Editorial style more important now. 
March p. 48. 

Editorial product major responsibil- 
ity of trade publishers. April, p. 50. 

Good business publishers take edito- 
rial stands. May, p. 50. 

The Post Office and ad 
June, p. 46. 

Trades today 
1930’s. July, p. 52. 

Advertiser sponsored special sec- 
tions. August, p. 52. 

A multi-service business communi- 
cations system, Technology Communi- 
cations. September, p. 46. 

Audiotape cassettes are new busi- 
ness medium. October, p. 56. 

Newsweek pitches newsweeklies in 
combination with trade papers. No- 
vember, p. 62. 


inserts. 


compared to the 


CONSUMER MAGAZINES 
Meskil’s crystal ball—17 predictions 
about media in 1969. January, p. 26. 
Mattel’s media mixmas—toy maker 
uses tv/magazine mix. January, p. 34. 
“How does your magazine rub off 
on my ad?”—editorial environment 
March, p. 38. 


Media Decisions—March 1970 


Index of Media Decisions for 1969, arranged 

by subject and content. Includes feature articles 
and regular columns. Carries forward index of 
prior issues that appeared in January 1969. 


The mixer—magazines should pro- 
mote mix with tv, says Steve Kelly. 
July, p. 34. 

Two Guys from Missouri—profiles 
of Ed Downe and John Mack Carter. 
October, p. 32. 

Is your agency print-creative?—tv 
oriented creative men influence media 
decisions, November, p. 36. 

As I See It columns on 
Consumer Magazines by: 

Dan Borg—editorial environment 
vs. quantitative data. January, p. 38. 

Charles Campbell—many factors 
killed the Saturday Evening Post. Feb- 
ruary, p. 50. 

Ken Keoughan—in-flight 
zines. March, p. 48. 

Dick Gershon—consumer maga- 
zine’s pitch should be long-term effec- 
tiveness. April, p. 54. 


maga- 


Dan Borg—integration of trade and 
consumer media. May, p. 52. 

Charles Campbell—reps should 
know magazines’ advantages over tv. 
June, p. 54. 

Ken Keoughan—two new ad pro- 
motion firms work for magazines: 
cash refunds and sampling. July, p. 
56. 

Ken Keoughan—what two women 
want from women’s magazines. Au- 
gust, p. 48. 

George Simko—good salesmen 
work hard to retain current adver- 
tisers. September, p. 48. 

Dan Borg—passive stand by maga- 
zines in cigarette controversy will 
eventually hurt them. October, p. 54. 

David J. Arnold—a rep says that 
buyers are dull. November, p. 59. 

Ken Keoughan—broad general in- 
terest books lose to tv. December. 
p. 50. 


MARKETING 
Specialty advertising: The reinfor- 
cers—an analysis. February, p. 38. 
How buyers view the “u”— includes 


vignettes of 16 uhf markets. July, 
p. 34. 

The new product boys—independ- 
ent new product ad services. Septem- 
ber, p. 30. 

The line gets busier—nationwide 
dealer information phone numbers. 
September, p. 36. 

Case Histories 

Mattel’s media mixmas—toy maker 
uses tv/magazine mix. January, p. 34. 

Judd Wyatt’s media plan—selling 
insurance to the farm market. Febru- 
ary, p. 24. 

What’s in a name _ change?—ad- 
vertising corporate image. February, 
p. 28. 

How General Foods tackles media 
—product managers, agency contacts, 
and the computer. March p. 25. 

Maverick’s $5.3 million debut— 
huge new car introduction. May, p. 
27. 

Media strategy Texas style—media 
plan for four products. May, p. 32. 

Mediaman’s diary of a new prod- 
uct—step-by-step in Gatorade (bev- 
erage) introduction. June, p. 32. 

Recipe for a food advertiser— 
Hellman’s/Best Foods feature con- 
sumer magazines and spot tv in their 
media-mix. June, p. 39. 

Total Market Trends 

The fun travelers—airlines try to 
build the pleasure travel market. Janu- 
ary, p. 19. 

That crazy littke enzyme—P&G, 
Colgate, Lever and others compete in 
selling enzyme pre-soaks and deter- 
gents. April, p. 25. 

How franchisers use media—on lo- 
cal and national levels. August, p. 36. 

Will $235 million go up in smoke? 
—where will cigarette ads go when 
banned from broadcast? October, p. 
p. 27. 

The cyclamate crisis—after cycla- 
mate ban, fast action by diet food and 
drink advertisers. November, p. 34. 
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GUEST EDITOR ROBERT McMENAMIN OF UNIROYAL 











January Guest Editor John Meskil, of 
Warwick & Legler. 


Special Markets 

College media king—profile of 
Randall, National Student 
Marketing Corp., plus lineup of col- 
lege media competition. April, p. 36. 

How to reach the businessman 
farmer—farm print media. September, 
p. 23. 

Magic ingredient: The RFD—farm 
broadcast media. October, p. 46. 

The youth myth—advertisers con- 
centrate too much effort on this rela- 
tively unimportant market. Novem- 
ber, p. 31. 


Cortes 


As I See It columns on 
Marketing 
by Jack Hughes: 

More communication needed be- 
tween product managers and agency 
mediamen. May, p. 56. 

Media implications of market seg- 
mentation. June, p. 44. 

Special interest markets are good 
targets. July, p. 54. 

Testing media mixes. August, p. 52. 

Guidelines for rookie reps. Septem- 
ber, p. 46. 

Sophisticated toy admen use market 
segmentation. October, p. 62. 

While using sophisticated data, keep 
marketing philosophy simple. Novem- 
ber, p. 58. 

In 1970's, teen market will be rela- 
tively static. December, p. 52. 

As I See It Columns on 
International 
by Albert Stridsberg 

SRDS volume “Newspaper Interna- 
tional”; and satellite tv in India. Janu- 
ary, p. 40. 

Need for better international plan- 
ners and data. February, p. 46. 
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February Guest Editor Robert McMena- 
min, UNIROYAL, Inc. 


Much can be learned from foreign 
magazines. March, p. 44. 

Use US methods, not solutions, in 
overseas buying. April p. 54. 

Free information sources on inter- 
national media. May, p. 52. 

Foreign audience audits are inac- 
curate. June, p. 50. 

Satellites will revolutionize broad- 
cast soon, August, p. 56. 

English language media still domi- 
nate foreign scene. September, p. 52. 


MEDIA DEPARTMENT 

How General Foods tackles media 
—product managers, agency contacts, 
and the computer. March p. 25. 

Ayer’s media machine—Media 
Equalizer Model analyzes and com- 
pares different media. April, p. 32. 

Nat Gayster’s agency Shangri-la— 
media director tells why he likes a 
smaller agency. November, p. 40. 

Will advertisers take over media 
research?—MEDIA DECISIONS survey 
among advertisers. November, p. 48. 

It pays to have connections—how 
agency network members help each 
other in marketing/ media. Dec., p. 34. 

Why McCann killed its media de- 
partment—McCann-Erickson divided 
itself into five collaboratives, each 
with creative, production, and media 
men working together. December, 
p. 38. 
Outside services 

How ya _ doing baby?—Norm 
King’s outside buying service, U.S. 
Media. July, p. 28. 

The new product boys—independ- 
ent new product ad services. Septem- 
ber, p. 30. 
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March Guest Editor Arch Knowlton, of 
General Foods Corp. 


The quiet one—Dick Gershon’s 
outside buying firm, Independent 
Media Services. October, p. 40. 

Media buying: Inside and out—big 
agency media departments arm against 
rapid growth of outside services. 
December, p. 27. 


MEDIAMEN 

The media salesman—modern sales- 
men relate to advertiser problems and 
think creatively. February, p. 34. 

Julie & Hal’s Media “Laugh-in”— 
Julie Fine of Ogilvy and Hal Miller of 
Grey team up at General Foods semi- 
nar on media creativity. March, p. 30. 

Media _ strategy Texas style— 
George Bailey, Tracy-Locke, dislikes 
buying by rote; likes to localize. May, 
DB. Sa. 

Mediavision/1 by George Abrams 
—predicts sound and motion for 
newspapers, magazines, outdoor. May, 
p. 38. 

Mediavision/ 2—predicts future 
possibilities for broadcast. June p. 40. 

Mediavision/ 3—power of ideas can 
get greater values from present-day 
media. July, p. 42. 

Y&R’s newspaper innovator—John 
Hesse’s two projects are “instant news- 
paper ads” and “SpectaColor Spectac- 
ulars.” August. p. 28. 

“I want to be involved”—more in- 
volvement in total advertising process 
is greatest desire of young media peo- 
ple. September, p. 26. 

What I want to know about media 
—what Art Sawyer of N.W. Ayer/ 
F.E. Baker wants to know from reps. 
November, p. 46. 
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April Guest Editor George Burrows, 
media director of N. W. Ayer & Son. 


Corporate 

How General Foods tackles media 
—product managers, agency contacts, 
and the computer. March, p. 25. 

Who’s boss at Reynolds Foods?— 
highly autonomous brand directors. 
July, p. 25. 

Pfizer’s media manager plus—Bob 
Geller takes leading role in initiating 
media plans and must approve all 
buys. August, p. 40. 

What ails media?—Ken Arrington 
of Continental Baking on advertising’s 
weak points. October, p. 44. 
Mediology columns 
by Ed Papazian: 

Media planning redefined—many 
young media men are too passive and 
narrow-minded. November, p. 12. 

About those time buying services— 
agencies underestimate 
December, p. 16. 


themselves. 


NEWSPAPERS 

Meskil’s crystal ball—media predic- 
tions for 1969. January, p. 26. 

“Here are the facts, Jim Spero"— 
Jack Kauffman, Bureau of Advertis- 
ing, answers criticisms of newspapers. 
January, p. 32. 

Can the center-city newspaper do 
the whole job?—how do national 
newspaper advertisers react to subur- 
an population shift? February, p. 32. 

How’s your newspaper IQ?— 
Bureau of Advertising’s newspaper 
seminar. April, p. 30. 

How the supps will line up in 1970 
—realignment of advertisers after 
death of This Week. October, p. 36. 

Is your agency print-creative?—tv- 
oriented creative men may influence 
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May Guest Editor George Bailey, media 
director of Tracy-Locke. 


media decisions. November, p. 36. 

Is ADI the one?—most favored all- 
media market definitions. November, 
p. 42. 

How many sales tomorrow?—new 
research shows how package goods 
advertisers can get same next-day re- 
sults that retailers do from newspa- 
pers. December, p. 30. 

Flexibility 

Forum on newspaper flexibility— 
six buyers and sellers debate value of 
new rop flexibilities. June, p. 23. 

Y&R’s newspaper innovator—John 
Hesse’s two projects are “instant news- 
paper ads” and SpectaColor Spectac- 
ulars.” August, p. 28. 

As I see It columns on 
Newspapers by: 

Charles Campbell—key executives 
read newspapers. January, p. 42. 

Ken Keoughan—more readership 
data needed. February, p. 44. 

Dick Gershon—consider position- 
ing, reproduction, section pick-up 
problems. March, p. 50. 

Dan Borg—papers should promote 
flexibility. April, p. 50. 

George Simko—need for innova- 
tion. May, p. 48. 

Dan Borg—future role will be as 
interpreters of broadcast news. June, 
p. 33. 

Charles Campbell—comments on 
buying techniques. July, p. 58. 

George Simko—reps’ view on news- 
paper innovation. August, p. 58. 

Ken Keoughan—senseless overuse 
of tv killed This Week. September. 
p. 56. 

George Simko—ABC should be 
modernized. October, p. 56. 
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June Guest Editor, Mort Keshin, senior 
vice president of Lennen & Newell 


Dan Borg—don’t buy morning pa- 
pers across-the-board—some evening 
papers are better. November, p. 56. 

David J. Arnold—Catv will be 
prime newspaper competitor. Decem- 
ber, p. 44. 


OUTDOOR 

Meskil’s crystal ball—Guest Eidtor 
predicts future of media in 1969. Jan- 
uary, p. 26. 

Peter Max in transit—pop art ex- 
hibitions in buses in ten major mar- 
kets. March, p. 36. 

Outdoor in  suburbia—30-sheets, 
painted bulletins, transit and TDI’s. 
April, p. 42. 

As I see It columns On 
Outdoor 
By Dick Briggs: 

Three pioneers honored by transit 
advertising association. January, p. 38. 

Tailer outdoor buying to specific 
audience requirements. Feb., p. 48. 

Southern Outdoor Markets provides 
good data. March, p. 42. 

Progressive operators 
with diversifying _ traffic 
April, p. 52. 

Outdoor companies should promote 
printed bulletins. May, p. 54. 

New York Subways Advertising 
Co. shows value of avoiding clutter. 
June, p. 46. 

Seven-Up sells teens with outdoor. 
July, p. 50. 

History of outdoor advertising. Au- 
gust, p. 50. 

Industry panel imprint of stand- 
ardized quality would be useful. Sep- 
tember, p. 54. 

Image of industry is hurt by few 


keep pace 
patterns. 
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who take advantage of lack of control 
October, p. 62. 

Outdoor should claim credit for its 
public service advertising companies. 
November, p. 66. 

Distribution is as important as cir- 


culation. December p. 46 


RADIO 
Meskil’s crystal ball 
predicts future of 


Guest Eidtor 
media in 1969 
January, p. 26. 

Judd Wyatt's Media 


ance company uses farm radio. Febru- 


Plan—insur 


ary p. 24. 

Surburban radio: “It’s still an emo 
tional buy.”—national advertisers 
want more data. March, p. 32 

Radio ratings rumble 
Pulse vs. ARB. May, p. 40 
WLS. 
uses computer to produce competitive 
July, p. 36 

Magic ingredient: The RFD—farm 
radio. October. p. 46 


Hooper vs. 


Twenty minutes Chicago. 


data quickly 


How tv/radio expect to recoup the 
cigarette loss—new broadcast sales 
prospects include magazines’ corpo- 
rate accounts. December, p. 40 
As I see It columns on 
Radio By: 

Ken Keoughan 


dio copywriters pose 


—Inexperienced ra- 
problem for 
mediamen. January p. 36 

Dick Gershon—fm radio should be 
treated as a separate, high-class medi- 
um. February, p. 48. 

Dan Borg—think creatively for new 
radio uses. March, p. 44 

Charles Campbell—radio in com- 
munity affairs. April, p. 48 

Ken Koughan—radio_ reps try 
hardest to be helpful. May, p. 58 


July Guest Editor John Phillips, president 
f Reynolds Foods 
r 


George Simko—radio is an innova- 
tive and opportunistic medium. June, 
p. 53. 

Dan Borg—radio rate structure is 
unfair and outdated. July, p. 48. 

David J. Arnold—reminiscenses on 
old programing. August, p. 60. 

Dan Borg—radio is successful by 
responding to change. September, p. 
54. 

Ken Koughan—black radio is a 
personal medium. October, p. 58. 

George Simko—use radio strategi- 
cally to capitalize on unique potential. 
November, p. 58 

Dan Borg—buyers should demand 
modern radio data. December, pp. 50. 


RATES 
Network tv's 


pressure on 


hottest 
networks for 


potato— 
daytime 
split-30's. January, p. 28. 

Spot assault on the piggback: 30's 
go 50—half-minute rate may _ be 
emerging. January, p. 30. 

“Here are the facts, Jim Spero”— 
Jack Kauffman says newspapers aren't 
overpriced. January, p. 32. 

Summer tv blues—how to dig for 
values in summer. May, p. 44 

What price 1970 media?—Rumrrill- 
Hoyt’s rate predictions. May, p. 44. 


RESEARCH 

Two years of digging—Mep1a De- 
CISIONS’ index of previous years. Janu- 
ary, p. 49. 

How do you rate your ads?—re- 
searchers ask how to move from show 
ratings to ad ratings. February, p. 21 

Radio ratings rumble—Hooper vs. 
Pulse vs. ARB. May, p. 40. 

Why reach for frequency?—Jean 
August Guest Editor Joe Newman, vp 
and media director of Marsteller, Inc. 


Rosenthal, Lennen & Newell, shows 
flaws in r&f analysis. June, p. 36. 

New ball game at Starch—Starch 
goes international and acquires Hoop- 
er. August, p. 32. 

What’s their life style?—-why psy- 
chographics count. September, p. 34. 

Andy’s fabulous fact finder—Andy 
Purcell, Tucker-Wayne, tells how they 
use account Fact Books. September, 
p. 40. 

What ails media?—over-rated num- 
bers, faulty computer use, inadequate 
data. October, p. 44. 

Is ADI the one?—most favored all- 
media market definitions. November, 
p. 42. 

What I want to know about media 
—what Art Sawyer of N. W. Ayer 
F.E. Baker wants to know from reps. 
November, p. 46. 

Will advertisers take over media 
research?—MEDIA DECISIONS survey 
among advertisers. November, p. 48. 

Media in the 1970’s—what do you 
think it will be like?—MepiaA DEcI- 
SIONS reader questionnaire. November, 
p. 31. 

How many sales tomorrow?—new 
research shows how package goods 
advertisers can get same next-day re- 
sults that retailers do from newspa- 
pers. December, p. 30. 

Hadley’s business press pilot proj- 
ect, why agencymen hope to get Maga- 
zine Industrial Q audience research. 
December, p. 42. 

Computerized paperwork 

Solving the paperwork problem— 
part 1—rivals Nielsen and ARB ofler 
pooled spot tv avails. April, p. 40. 

Solving the paperwork problem— 
part 2—outside services which analyze 


September Guest Editor Andy Purcell, in 
charge of media, Tucker-Wayne. 
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demographics, market data, reach and 
frequency cumulations. May, p. 46. 

Solving the paperwork problem— 
part 3—automated outside services 
will execute the buy and bill-and-pay. 
June, p. 42. 

Twenty minutes—WLS, Chicago. 
uses computer to produce competitive 
data. July, p. 36. 

Solving the paperwork problem— 
part 4—outside services which val- 
idate the run. July, p. 44. 

Comparability is possible—when 
business publications’ circulations are 
broken down comparably, numbers 
can be turned over to computers. Au- 
gust, p. 44. 


As I see It columns on 
Media Math 
by Marvin Antonowski: 
Viewer attentiveness to television. 
January, p. 10. 
Local radio measurements (BRI). 
February, p. 12. 
Pychographics. March, p. 16. 
Changing demographic patterns of 
prime time tv viewing. April, p. 16. 
Program type ratings in prime time 
are useful yardstick for measuring 


prime time tv. May, p. 16. 
A comparison of Hooper coinciden- 
tal and Nielsen. Jnue, p. 12. 


1969 Starch media/marketing re- 
ports. July, p. 14. 

Audience and recall of prime time 
network commercials. August, p. 16. 

Rating trends of network movies. 
September, p. 16. 


TELEVISION 
Meskil’s Crystal ball—media _pre- 
dictions for 1969. January, p. 26. 


October Guest Editor Kenneth B. Arring- 
ton, of ITT-Continental Baking Co. 


Network tv’s hottest potato: Split 
30’s—pressure on networks for day- 
time split 30’s. January, p. 28. 

Spot assault on the piggyback: 30’s 
go 50’s—half-minute rate may be 
emerging. January, p. 30. 

Mattel’s media mixmas—toy maker 
uses tv/magazine mix. January, p. 34. 

Four minutes a day—beginning of 
commercial tv in France. March, p. 
40. 

Solving the paperwork problem— 
part 1—rivals Nielsen and ARB offer 
pooled spot tv avails. April, p. 40. 

Summer tv blues—how to dig for 
values in summer. May, p. 44. 

Solving the paperwork problem— 
part 2—outside services which analyze 
demographics, market data, reach and 
frequency cumulations. May, p. 46. 

Independent uhf 1969—trends 
which make uhf almost a standard 


buy. June, p. 28. 

Solving the paperwork problem— 
part 3—automated outside services 
will execute the buy and bill-and-pay. 
June, p. 24. 

How ya doing baby?—Norm King’s 
outside buying service, U.S. Media, 
adds Hope Martinez and goes public. 
July, p. 28. 

How buyers view the “u”— includes 
vignettes of 16 uhf markets. July, p. 
38. 

Solving the paperwork problem— 
part 4—outside services which val- 
idate the run. July, p. 44. 

The quiet one—Dick Gershon’s 
outside buying firm, Independent 
Media Services. October, p. 40. 

Is ADI the one?—most favored all- 


November Guest Editor Arthur W. Saw- 
yer. at N. W. Ayer—F. E. Baker, Seattle. 


media market definitions. November, 
p. 42. 

Media buying: Inside and out—big 
agency media departments arm against 
rapid growth of outside services. De- 
cember, p. 27. 

How tv/radio expect to recoup the 
cigarette loss—new broadcast sales 
projects include magazines’ corpo- 
rate accounts. December, p. 40. 

As I See It columns on 
Television by: 

Dick Gershon—weaknesses of reach 
and frequency data. January, p. 42. 

Dan Borg—tv programing is im- 
proving. February, p. 48. 

Charles Campbell—1968 tv spe- 
cials. March, p. 46. 

Ken Keoughan—30’s_ vs. 60's. 
April, p. 56. 

Charles Campbell—tv trends in lo- 
cal markets. May, p. 56. 

Ken Keoughan—tv programing 
needs more innovation. June, p. 48. 

George Simko—medium _ should 
supply data on effects of clutter, day- 
parts, and fighting on viewer atten- 
tiveness. July, p. 50. 

Dan Borg—role of computer in tv 
buying. August, p. 58. 

David J. Arnold—changes in net- 
work tv, especially programing. Sep- 
tember, p. 44. 

David J. Arnold—network tv sales 
are example of supply and demand. 
October, p. 60. 

Ken Keoughan—tv is mixed up. 
November, p. 68. 

George Simko—schedules should 
run as ordered, and communication 
should be better when they don’t. De- 
cember, p. 46. 


December Guest Editor John Morena, 
senior vp McCann-Erickson, New York. 
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